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The author of this report finished an internship program at PT Berrybenka 
with its operating brand under the holding company, Berrybenka and Hijabenka, 
in Business Development division. Being in a division whose job scope is to 
develop the newest channel to increase revenue rate, maintaining sales in the 
marketplace is the main focus of the job. From May 28th until September 2nd 
2019, the author have done various tasks; from updating daily stock, uploading 
new items, developing new marketplace channel, to preparing promotional 
campaign. All of those stated are spread through various channels, such as 
Tokopedia, Blibli, and Lazada. In this report, the author brings up the topic of 
implementing STP or segmentation, targeting, and positioning for promotional 
campaign strategy purposes. 
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 Penulis melaksanakan praktek kerja magang di divisi Business 
Development  PT. Berrybenka sebagai Business Development Intern sejak 28 Mei 
sampai 2 September 2019. Salah satu fungsi divisi Business Development PT. 
Berrybenka adalah berfokus pada pengembangan bisnis Berrybenka dan 
Hijabenka terutama dalam pengembangan marketplace sebagai salah satu channel 
baru untuk mendapatkan revenue atau profit.  Selama melaksanakan praktek kerja 
magang, penulis melakukan berbagai pekerjaan seperti melakukan daily routine 
update stock Berrybenka dan Hijabenka store di situs Akulaku dan Lazada, 
melakukan proses uploading barang ke Berrybenka dan Hijabenka store di situs 
Blibli,  melakukan persiapan promo di beberapa situs marketplace seperti 
Tokopedia dan Blibli, developing channel marketplace baru yaitu situs Lazada, 
melakukan persiapan  Main Campaign dan Thematic Campaign weekly di Lazada, 
dan mempersiapkan promotional campaign di Lazada. Dalam laporan ini, penulis 
mengangkat topik peran implementasi STP atau segmentation, targeting,  dan 
positioning pada strategi promosi campaign. 
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